Abstract
INTRODUCTION
People nowadays are surrounded by all kinds of brands and brand extensions are introduced by companies to expand their brand to the market. A greater starting point for a brand to be successful depends on the customers' awareness and consciousness on the brand itself. Due to the intense competition in the market, almost every industry shows the fact that a rise in number of products become similar to the competitors' ones (Blomquist and Holm, 2004) . Therefore with the perception of customers on the brand, companies can then take brand extension as one of their marketing strategy to differentiate their products from the others and at the same time try to acquire more market shares.
A brand extension occurs when a firm extends an existing brand name to launch another product in a different category (Keller, 2013) . Using Ansoff's Growth Matrix as a useful perspective to understand brand extension, the growth strategies can be categorized according to whether they rely on existing or new products and market. Aaker and Keller's (1990) model of consumer brand extension attitude formation has triggered additional brand extension research in various countries.
Brand extension strategy was an extremely important decision for a company. This is because the incorrect decision on the extension could bring a brand dilution which may be costly to alter the affected image of the brand (Soomro et al. 2013) . In order to be familiar with the factors that most affected the success ability of brand extension, marketers should know the phenomena regarding which factors that consumers consider when choosing the product and how the factors affect the consideration that leads to positive and favourable perception towards the extension.
In this context, this study is positioned more specifically in fast moving consumer goods (FMCG) sector. FMCG constitutes a large part of consumers' budget in all countries (Çelen et al., 2005) and Malaysia is no exception. FMCG sector is defined as relatively inexpensive, frequently purchased and rapidly consumed items on which customers exert only minimal purchasing effort (Leahy, 2011) . According to Leahy (2011) , the customers' perspective relationship does not exist in FMCG markets and that the nature of exchange in such markets is not relationship based. This research conducted to determine the influence of brand extension on customer perception and will indirectly find out whether the variables can affect the customer perceive in FMCG sector.
New product launch is always good for business growth. However, the rates of new product failure have tremendously increased over the last few decades. Therefore, companies always launch a new product using brand extension strategy. This is because, with brand extension, customers will easily accept a new product, the promotion cost is lower and there are comparatively fewer chances to face failures if it is compared to launching a totally new product. According to Taylor (2006) , most companies use brand extension strategy because of its lower cost and it is a less risky way of launching innovation than creating a new brand.
In fast moving consumer goods (FMCG) segment, the companies are also applying brand extension strategy because of the inbuilt advantages. The study done by Nielsen, a market research firm in United States, showed that there were five times more successful to extend existing FMCG brands than launching a new brand in India (Beura, 2016) . In Malaysia, the consumer purchasing power in FMCG sector gained the traction in the first quarter of 2016 and most of the categories, include household, registered a healthier growth. From this, it can be seen that there stands a far better opportunity of growing in Malaysia's FMCG sector. However, the influences of brand extension on consumer consciousness studied in the FMCG industry has not been tested in Malaysia especially in Melaka's context.
With the rapid development of FMCG sector, more and more FMCG brands extensions have appeared in the market. These brand extensions tend to be followed by other companies to keep their positions in the market competition. Although extending the brand will enhance, revitalize the image of the parent brand and give more choices to the customers, at a certain point it can be confusing, frustrating and even cannibalize the sales of the parent brand. (Keller, 2013) . Therefore marketer should understand how to extend the brand in the proper way.
The good customer perception about branding is so important to win the competition in FMCG market, but by understanding on what determinant factors that have a positive relationship to this perception, it can lead the marketers to achieve this objective. This study focused on investigating these factors and its relationship to the customer perception.
Referring to some previous research, there are several important factors associated to the issue of brand extension. These factors are brand fit, perceive quality, brand familiarity, and customer attitude. The focus of the questions in this research is whether all of the above factors have an influence on the customer's perception of an existing brand and how the model of their relationship. To find out the answers to the above questions, some research objectives are set up as followed: (1) To investigate the influence of brand fit on brand customer perception, (2) To examine the influence of perceiving quality on brand customer perception, (3) To determine the influence of brand familiarity on brand customer perception, (4) To evaluate the influence of customer attitude on brand customer perception, (5) To develop the relationship between brand fit, perceive quality, brand familiarity and customer attitude toward brand customer perception.
Nowadays a brand is a valuable asset and branding means the creation of the asset. (Vazifehdoost 2016) . American Marketing Association (AMA) defines a brand as a name, term, sign, symbol, or design, or a combination of these elements, intended to identify the goods and services of one seller or group of sellers and to differentiate them from those of competitors. A marketer has created a brand whenever he or she creates a new name, logo, or symbol for a new product (Keller, 2013) .
Companies always use different methods to extend their business to various market and different segments. Regarding different market strategies, brand extension is one of the most popular methods in order to grow and expand their business. This is because brand extension can easily enter a new market due to its existing good image and equity of the brand. According to Aaker and Keller (1990) , the leverage of a strong brand name can substantially reduce the risk of launching a product into a new market because of its familiarity and knowledge of an existing brand are provided to consumers. A good image and status of the parents brand in the market enable the extension to start a good growth in the respective market.
There are many definitions for brand extension. Referring to Khan and Janthimapornkij (2011) , brand extension is defined as any effort to extend established brand names to launch new or modified products or lines. Keller and Aaker (1992) There are two types brand extension, vertical and horizontal. The application of an existing brand name for extending a new product either in the same product class or in a totally new product category from the parent brand is considered as a horizontal brand extension. According to Aaker and Keller (1990) , a horizontal brand extension can be further divided into two categories. There are line extension and franchise extension. The focus on these brand categories was usually diverse (Soomro et al., 2013 ). An existing brand name and same product class used for entering a new marketing segment are associated to line extension, while franchise extension, whereby a current brand name is used for entering a different product category.
Meanwhile, a vertical brand extension refers to introduce a similar brand to the same category but usually with a different price and quality point (Keller and Aaker, 1992; Chen and Gu, 2012) . There are two directions for vertical extension. A new product which was priced higher and with higher quality level will be called as upscaling. In contrast, the new product with lower price and quality will be termed as down scaling.
Brand fit means that how the extended brand resembles with parent brand in terms of quality and features. According to Arslan and Altuna (2010) , the brand fit is how closely related or similar an extension is with the parent brand. It is not only limited to the same product category but also other product classes. Customers evaluate brand extension fit by judging the similarities between the extension and the parent brand and also the steadiness of the brand concept (Arslan and Altuna, 2010) . The fit between extended brand and parent brand is identified as one of the major determinants of success brand extension (Volckner et al., 2010) .
Brand fit may exist in customer mind because of his or her association that is made about the brand. Product associations may be based on product category, product attribute, application, technology, channel, user and brand personality (Aaker, 2004) . The strength of a brand is highly dependent on the customers' associations when the customers come across the brand name and the attachment with parent brand. Customers will have positive attitudes when there are strong associations for a brand.
Strengthening the brand fit between parent brand and extended brand bring positive impact on customer perception towards the brand (Aaker and Keller, 1990; Park et al., 1991; Völckner and Sattler, 2006) . Buil et al (2009) also have the result that brand extensions with high brand fit will have more favourable customers' evaluations and at the same time reduce the negative feedback effects of extensions on parent brand equity. A brand extension is easily accepted by customers when it is introduced to the market when the fit between the parent brand and the extension of the brand is high regarding product category (Aaker and Keller, 1990; Park et al., 1991) or associations (Park et al., 1991) .
When a brand extension is introduced to the market, it is easily accepted by consumers especially if there is a high fit between the extension and the parent brand regarding product category (Aaker and Keller, 1990; Park et al., 1991) or associations (Park et al., 1991; Broniarczyk and Alba, 1994) .
Perceived quality refers to the customer's awareness of products' superior quality in relation to other products (Aaker, 2009 ). Perceived quality is a consumer judgment on the accumulative product benefits and a subjective feeling of product quality. It can show the salient differentiation of a product or a service and become a selective brand in customers' mind (Chi et al., 2009 ). On the other hand, Dens & Pelsmacker (2015) states that the perceived brand quality refers to customers' assessments and judgments of the excellence of a product.
Perceived quality cannot be objectively determined because it is a perception not simply satisfaction (Chen and Gu, 2012) . It differs from actual quality. The customer perception of quality can be affected by earlier impressions. The perceived product quality of a particular brand might depend on past experiences from the practical use or possible feedbacks from others. According to Khan and Janthimapornkij (2011) , perceived quality will be affected by factors such as previous experience, education level, and perceived risk and situational variables such as purchase purpose, purchase situation, time pressure, and social background from consumers. A previous bad image of a product will affect customers' judgment on product quality in the future. If a customer goes to a purchase trial but the product does not meet his or her expectation, he or she will not continue to purchase the product. Therefore, the customer quality perception should be positive for a continuous purchase of a product (Khan and Janthimapornkij, 2011) . Moreover, even though the product quality has been changed, consumers will not trust that product because of their unpleasant experience in previous (Aaker, 1996) .
Quality of an extended brand is an important aspect from customer point of view when he or she perceives about the brand. Sometimes it is more difficult to determine a customer's evaluation of a brand quality according to his or her perception than deliver the actual quality. The results of the second study by Aaker and Keller (1990) stated that satisfied customers always have a strong attitude on the quality of both parent and extended brand. In simple words, if customers are satisfied with the perceived quality of parent brand, the customers' acceptability of the brand extension will increase. A brand extension strategy is founded on the assumption that beliefs or attitudes about the original brand will transfer to the extension (Martinez et al., 2008) . The perceived brand quality is expected to influence consumers' attitudes towards the extensions. Favourable perceptions of a high-quality brand should spill over as positive impressions of an extension (Aaker and Keller, 1990) . Aaker (2009) also argues that a strong brand with respect to perceived quality will be able to extend further, and will find a higher success probability than a weaker brand. High quality brands are usually well established because of their elaborate, strong and positive network of associations in customers' memories.
Brand familiarity can be considered as the number of product related experiences that have been accumulated by the consumer through product usage, advertising and others (Keller (1993) .Any type of experience with and exposure to the brand increases familiarity (Arslan and Altuna, 2010) . Brand familiarity can be understood as customers' direct and indirect experience with the brand and with its entire product portfolio (Campbell and Keller, 2003) . Customer tends to purchase a brand which he or she usually use or had experience of that product. How well the customers recognize the product depends on their familiarity with the brand. From the study conducted by Coates et al. (2006) , the experiment showed that priming for a familiar brand name can extend beyond the stage of consideration, to influence customers' preferred choices. It was found that existed brand name was significantly more likely to be selected in the first place than the new brand.
The brand with a high level of brand familiarity will be easily remembered and aware once the customers want to buy a product. Customers draw on familiarity to guide their choice and reducing perceived risk. A product with high brand familiarity will receive higher customer preferences because it has higher market share and quality evaluation. Brand awareness can help customers to recognize a brand from a product category and make a purchase decision. According to Chi et al (2009) , brand awareness has a great influence on selections and can be a prior consideration base in a product category. It is also acts as a critical factor in the consumer purchase intention which certain brands will accumulate in customers' mind to affect their purchase decision. The brand with the high awareness will have the high familiarity of the brand.
Customer overall judgment of the brand is called customer attitude or innovativeness. Customer innovativeness means the relative willingness of a customer to try a new product or service. It is the degree of how fast a customer is to adopt an innovation or brand extension than other customers. Beura (2016) defines the innovativeness as a personality trait which there is a rise on an individual's receptivity to new ideas and willingness to try new practices and brands. The idea is that the customers who are more innovative can accept the brand extensions easier. This is because these kinds of customers are more adventurous and less dependent on perceptions of perceived fit between the extended brand and the parent brand (Czellar, 2003) . According to Henry Xie (2008), many researchers define customer innovativeness as a level of adopting an innovation early and a degree of how individuals are receptive to the latest innovations.
Customer attitude towards any brand can be judged by many ways. For instance, how frequent the customers buy the product, the consumer loyalty on a brand and others. When there is a negative attitude towards the brand, the brand is said to fail. The negative attitude leads the customer to avoid certain brand (Keller, 1993) . It is important to improve the innovativeness of a customer on the brand extension because this brings a positive effect on the brand image (Keller, 1993) . Therefore, attitude towards the extension is an important variable in determining whether the extension is accepted by the consumer or not. If the attitude towards the extension is high, this will have a positive effect on the product brand image, if it is low, there will be a negative or negligent effect on product brand image. Therefore, it could be easily said that the success of a marketing program depends on creating favourable brand associations (Keller, 1993) and these positive attitudes have a positive impact on product brand image.
On the other hand, Martínez and Pina (2010) stated that innovativeness is a concept that represents the customers' propensity to buy new products and consider new ideas. Meanwhile, some studies show a positive impact of customers' innovativeness on brand extension evaluations for both FMCG products (Völckner and Sattler, 2006) and services (Hem et al., 2003) . Highly-innovative individuals find far extensions appealing (Henry Xie, 2008) and do not mind to try products that differ from the parent brand. Therefore, the companies that are stretching their brands should target the customers that have a high level of innovativeness.
Nowadays, due to the fast development of every industry to fulfil customers' needs and wants, choices for customers increase and, moreover, a high competition among the producers and service providers has created. This has resulted in a sensitivity of product selection Trikonomika Vol. 16, No. 2, December 2017
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Tan Bee Ying among customers. Most of the customers now are well informed, much conscious about the market situation and can easily compare the products in terms of price, performance or quality which influence their purchase choice. In this situation, a strong relationship between brands and customers is important in order to create a positive customer perception. Perception plays an important role in creating strong customer loyalty towards a brand. There are different factors that can influence the perception of the customer such as satisfaction, experience, promises of the company, offering of competitors and others. Customer perception also change depends on the circumstances that lead to different needs and preferences. A company should know how to increase the perception of customers by using various strategies to create awareness, trust, and satisfaction on customers which lead to high perceived value and strong customer relationship. Furthermore, customer perception will be uncertain at the beginning of a relationship with a brand. It will change to be positive or negative as time passes due to the circumstances (Khan and Janthimapornkij, 2011) . This is because different circumstances such as a change in external environment, offering of competitors, previous experiences, public opinions and others, can lead to different needs and preferences. Companies use different strategies to improve the perception of the customer through various channels of communication. These communication channels create awareness in consumers. Trust also plays an important role in customer perception. Companies should know the points due to which they can increase the customer satisfaction and trust, which lead to high perceived value and strong customer relationship.
METHOD
This study used a quantitative methodology while it was designed by using explanatory research since most of the discussion on findings were based on established and well-known theory. Research is focused to examine the relationship between variables in brand extension (brand fit, perceived quality, brand familiarity, and customer attitude) towards customer brand perception. Based on that, the regression model between them was developed.
The questionnaire was used as a research instrument which variables to be questioned were set up based on four-factor dimensions in brand extension and its customer brand perception as the dependent variable. These variables and dimension are as seen in Table 1 . Non-probability purposive sampling technique was conducted for this study based on the experience from previous research that target respondents were easy to be found out as customers of household FMCG products around the hypermarkets in the big city. Melaka city was chosen since it is a quite big city and can be considered as a representative model for the city that has big customers of household FMCG products. Among 300 questionnaires distributed, about 200 completed questionnaires can be collected and analysed. Likert scale with the range 1-5 was applied in the questionnaire in order to respondents can make assessment for every question they answered. There were four variables that predicted to have influence toward customer brand perception. These variables were set up as independent variables which consist of elements of brand extension such as brand fit, d quality, brand familiarity, and customer attitude. These variables referred to the theory from Aaker and Keller, (1990) ; Park et al., (1991) 
RESULTS
From the questionnaires answered by respondents, the summary of the demographic profile is as shown in Table 2 . Respondents are dominated by Malaysian and Chinese females with SPM/STPM and Diploma/ Bachelor degree education level. In term of economic power, most of them are medium low to medium up income level who are dominant in spending about RM 100 -RM 300 per month for personal hygiene FMCGs.
The result from cross tabulation of education level versus brand preference indicated that there was a tendency that dominant respondents will choose similar preference brands. Even the tendency was also similar when income level was cross tabulated with brand preference. This shows that brand preference is important for customers regardless of education level or income. All of these results can be seen in Figure 3 and 4.
By using the Likert scales with the range from 1 to 7, most of the respondents considered agreeing with the statements that asked to them. The score for all of the answers on the dimension of brand extension is more than 5.0 which is above their median (neutral) value. This means that most of the respondents value more than 5.0, it indicated that most of the respondents slightly agree with the statements on the brand extension dimensions. All results for these brand extension dimensions can be seen in the Table 3 .
Pearson correlation analysis can be described more clearly on how strong or weak the correlation between all of the predictors and its dependent variables as shown in Table 4 .as result from SPSS calculation.
All Pearson coefficients of the predictors are positive and significant at 0.01 (2 tails), means that these predictors have a positive correlation with their dependent variable with the level of confidence more than 95%, the number that usually used as a standard for doing the research. However, the strength of each predictor differs for each. Started from the stronger one, the relationship of predictors to dependent variables respectively are brand fit (0.628), perceived quality Correlation analysis just indicates that there is a relationship between independent and dependent variables, but it cannot describe what kind of relationship it is. Therefore, to understand this relationship, regression analysis needs to be done. Table 5 to Table  7 shows the results of multi linear regression analysis calculated by SPSS software.
Brand Extension of Fast Moving Consumer Goods ...
The relationship model between independent and dependent variables can be developed by inserting all of the regression coefficients of independent variables and constant (Table 7) into a simple linear function so that the model can be expressed as: (1) Equation (1) needs to be checked whether all of the independent variables are valid or not. In another word, all hypothesis that has been developed in the beginning of this research can be accepted or not. For this purpose, t-test statistical was used. By inserting data of degree of freedom (df) from Table 6 , t-calculated values from Table 7 and 95% confident interval, t-table can be determined. When t-calculated is greater than t-table, hypothesis is accepted, on the opposite, hypothesis is rejected. The result on the hypothesis test can be shown in Table 8 .
Because H3 and H4 were rejected, brand familiarity and customer innovativeness are no longer valid as predictor to the regression equation (1), therefore this equation should be corrected as seen in Equation (2) below.
Customer's Perception = 2.277 + (0.38 Brand Fit) + (0.20 Perceive Quality)
Not similar to what previous researchers stated (Matarid et al. 2014; Soomro et al. 2013; Klink & Smith The R square value of 0.458 represents how much of the total variation in the dependent variable (customer perception) can be explained by the independent variables (brand fit, perceived quality, brand familiarity and innovativeness).
In Table 6 , degree of freedom is defined and it can be used to check the hypothesis by using statistical t-test later on.
2001), this research indicate that both brand familiarity and customer innovativeness do not have positive relationship to the customer perception. Respondents slightly don't care about these two dimensions as shown as well in Table 13 . The score they gave tend to be in neutral value and lower compared to the other dimensions. As long as the extended brand are related to the parent brand, they perceived that it will have a good quality and at the end will influence the perception.
DISCUSSION
Although brand familiarity and brand attitude (customer innovativeness) are important components to introduce a new extension of a brand, in this research they did not have the significant implication toward the perception of consumers. All of these can be indicated by the low alpha Pearson values they have and the rejection of H3 and H4 during the hypothesis test.
Most of the respondents were familiar with the parent brand but when they were asked about the extension of this parent brand for the other category, they did not consider this new category as good as the category of the parent brand they usually used. The customers also cannot be convinced to directly try to use this new category of product since they were not sure about the expertise of brand owner to this new extension. Every time there was a new extension category of the parent brand, customers tend to think first, wait, and see whether the brand owner has the expertise as good as the parent brand. In this case the advertising has the main role to educate the customer that brand owner also has many of expertise in many of category of products.
To extend the brand, the decision on what category should be involved is very critical to the successful of the brand extension. Brand fit is one of the factors that costumers considered and the other factor is perceived quality of the product. If extension is planned in the right category which mean it is still related to the parent brand, so the perceived quality will leverage this new extension. In this research both two factors have a positive and significant implication to the customer perception on extended brand.
CONCLUSION
The customer perception on extended brand are affected by its brand fit and perceived quality of its parent brand while the other factors, brand familiarity and customer innovativeness, are not showing their significance.
All of research questions of this study were answered based on the result obtained from data computed, such as Pearson correlation and multiple regression analysis. Result from the hypothesis test indicated that H 3 and H 4 were rejected and only H 1 and H 2 were accepted. Therefore, the final expression model for this regression can be expressed as follow:
Customers Perception on brand Extension = 0.38 (Brand Fit) + 0.20 (Perceived Quality) + 2.277 (3)
Based on equation (3), customer perception on brand extension mostly are influenced by its brand fit to the parent brand and followed by perceived quality of extended brand that relate to its parent brand. The objective of this research then can be explained using the above equation (3) which determines the degree of the effectiveness of each independent variable on the single dependent variable. The larger coefficient value of the independent variable defined its stronger influence on dependent variable.
In term of significant of study, it is very important for all marketers of brand owner that the successful of extended brand does not rely on the popularity of parent brand and on the assumption that customer will try his or her innovativeness character to use the extended brand. The perceived quality and the relevant extension of the brand to its parent brand more effective to boost the successful of the brand extension.
In the academic environment, this research can be as a trigger to conduct further and a more focus research about the brand extension in other category of products in order to get more understanding what the customer perception about the brand extension. 
